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DBS launch chatbot Foodster for online meal ordering:SE Asia’s first bankled retail chatbot
DBS announced the launch of Foodster – Southeast Asia’s first bank-led retail chatbot that allows customers to order and
pay for their meals seamlessly via Facebook Messenger and DBS payment channels like DBS PayLah! and DBS/POSB
cards. Foodster is DBS’s first foray into the chat commerce (e-commerce using chat or messaging platforms).
“If instant messaging is the way forward for people to communicate, then we need to help businesses find a way to engage
their customers on such platforms simply, seamlessly and invisibly,” said Jeremy Soo, Head of Consumer Banking Group
(Singapore) at DBS Bank. “We are aware that consumers today are more likely to have ‘app fatigue’ and have become
resistant to downloading new mobile apps. And so as Singapore’s leader in payments we saw an opportunity to combine our
strengths with Singapore’s most widely used social media platform.”
For users logging onto Facebook Messenger, they can search for participating outlets by entering the outlet’s name and
adding a “Foodster” suffix (e.g. “Kopi Ong Foodster”). The Foodster solution offers a full menu selection, accepts customised
food orders, and retains the user’s order history, so customers can easily reorder their favourites with one tap. The solution
also automatically offers eligible customers discounts and promotions, which can be redeemed with their purchase.
At check-out, customers can choose to pay via DBS PayLah! or DBS/POSB debit and credit cards. DBS has also enabled an
“Express” option where after a one-time authorisation and set-up, customers will be able to pay for all future orders with one
tap.
Foodster currently supports seven food and beverage merchants in the Marina Bay area. Merchant benefits include ability to
implement targeted and personalised customer loyalty programmes on the platform with its rich data tools and analytics.
Other merchant benefits of the Foodster solution include:
• Help merchants grow revenue by providing an automated and immediate service to consumers, without the need for
additional manpower or space
• Streamline merchants’ product inventory and new menu/ item launches. Merchants can conduct customer surveys to
help them better understand their customers’ needs, and contextualise marketing promotions
• Reduce customer acquisition costs – Foodster leverages Facebook’s massive user base and can handle multiple
orders at a time
• Help SMEs digitalise easily and affordably – set-up is easy using DBS’ open banking APIs and requires minimal
equipment
“We see endless possibilities with Foodster’s predictive data analytics and smart learning capabilities. Merchants get an
inexpensive yet wide-reaching solution to engage with more customers, which will provide a welcome uplift to their
businesses,” said Soo.
Watch the introductory video here.
Screenshot from Intro Video

ING, Rabobank and ABN Amro join in
joint ATM network
(Netherlands)
ING, Rabobank and ABN Amro are collaborating on
the introduction of a bank-independent ATM brand in
order to help reduce the number of their own individual
ATMs. The new machines are called ‘Geldmaat.’
According to the banks the new strategy is necessary
as there are toom many ATMs in a country using more
and more cashless transactions. "The use of cash in
our country is decreasing", Geert Eikelboom of
Geldservice Nederland, the company behind
Geldmaat, said to NOS.

S$5 Consumer Promotion for Using Foodster
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Grab partners with
Kasikornbank to
launch e-wallet
(Thailand)
Grab announced a partnership
with Kasikornbank (KBank) to
launch mobile payment
application GrabPay by KBank.
The mobile wallet will be
launched in early 2019 to allow
Grab customers to pay for
transport and delivery services,
transfer funds, purchase products
and services online, and make
QR-code payments in restaurants
and shops across Thailand.
Through Thailand’s national epayments scheme, PromptPay,
all three million QR-enabled
merchants in the country will be
able to accept GrabPay by
KBank.
Outside of the e-wallet, features
from KBank’s K PLUS app and
the Grab app will be integrated
across both platforms.
KBank and Grab will also jointly
offer products to their customer
base, including loans to help
merchants grow their business.
Customers will also be offered
access to Grab for Business to
improve corporate transport
expense management, as well as
increase brand awareness and
engagement through Grab’s
advertising solution.
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UOB digital banking services
integrated into Grab app
(Singapore)

Grab and Mastercard
bringing Prepaid cards to
SE Asia

United Overseas Bank (UOB) and Grab
have entered into a strategic alliance that
will enable UOB to deliver financial services
to Grab’s ASEAN-wide user base. It will
also pave the way for Grab to offer directly
from its app a number of payment solutions
from the Bank’s product offerings.
UOB will become Grab’s preferred banking
partner and also a strategic credit card in
Singapore, Indonesia, Malaysia, Thailand
and Vietnam. Consumers will enjoy special
privileges when paying for Grab services
with their UOB card. Both companies will
also explore launching co-branded credit
cards in ASEAN.
Grab will also tap the Bank’s cash
management services to provide
consumers the convenience of topping up
their GrabPay wallet directly from their bank
account. The new top-up method will
increase the number of ways that
consumers can add money to their GrabPay
wallet, which include topping up through
credit and debit card or Grab’s network of
drivers, agents and merchants.
The Bank is also working with Grab to
embed features of its upcoming Digital Bank
within Grab’s mobile app, enabling users to
access banking services quickly and
conveniently.
As part of the alliance, UOB will also
explore support for Grab in a number of
other areas, from fleet financing, regional
and centralised treasury management
solutions, to workplace banking services.

Grab and Mastercard announced a
partnership to issue prepaid cards
tailored to the SE Asian market directly
from the Grab app. Customers can
add cash to the card to spend at any
merchant, online and offline.
The companies noted that by issuing
Mastercard prepaid cards, Grab’s
mobile payments platform, GrabPay,
will become the first eWallet from SE
Asia that is accepted around the world.
“This partnership goes beyond Grab
issuing prepaid cards, and is a gamechanger for SE Asia. We are the first
eWallet at scale from our region to be
accepted worldwide,” said Reuben Lai,
of Grab Financial, in the press release.
“It also enables the region’s 400 million
unbanked and underserved
consumers to buy goods and services
online.”
According to Grab and Mastercard,
with Grab’s user base of more than
110 million downloads and
Mastercard’s networks, the companies
think the prepaid card will be
ubiquitous from its launch. They said
consumers across the region will be
able to apply for the prepaid card from
the Grab app and receive a virtual card
in their GrabPay wallet in the Grab
app.
The companies expect to offer the
card in the first half of 2019, starting in
Singapore and the Philippines.

UOB first bank in Singapore to digitise all consumer banking product applications
United Overseas Bank (UOB) announced on October 22nd that it is the first bank in Singapore to digitise the application
process for its consumer banking products, including deposit accounts, credit and debit cards, personal loans and secured
loans such as car and home loans. In doing so, customers can apply for and open an account in less than 15 minutes.
By digitising the application and account opening process which includes the integration of MyInfo, the Bank has removed
the need for customers to submit multiple copies of documents and fill in lengthy paper-based forms. In addition, consumers
do not have to wait days to know
Table showing before / after application time
the status of their application. Now
customers can authenticate their
identity using their SingPass and
consent to the use of their personal
information as part of the application
process. Instead of having to take
time to fill in all the fields within the
digital application form, the form
will be immediately auto-populated
with verified information from the
national digital identity service.
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HSBC and Samsung launch
wearable technology pilot for
improved customer service
(USA)
HSBC and Samsung have partnered in
development of wearable technology to
enhance the customer and employee
experiences at their flagship retail bank
“branch of the future” in New York City. In a
first-of-its-kind pilot, HSBC frontline staff are
using customized Samsung Gear S3
smartwatches to enhance customer service by
making in-branch communications more
seamless and efficient between team
members.

The Gear S3 smartwatches are expected to
create more efficient communication channels
between HSBC team members by allowing
them to easily engage throughout the three
floors of its flagship branch. Now, rather than
be tethered to fixed locations like desks and
offices with traditional communication
channels, employees have more freedom to
communicate with each other anywhere,
anytime, in order to better serve customers.
The Samsung smart watch solution for HSBC
includes preset text messages that allow
employees to discretely and quickly
communicate about customer needs they
frequently encounter, such as “Your 10am
appointment is here.”
The HSBC-branded watch face features a
simplified interface that allows employees to
quickly send requests or notify colleagues of
immediate service needs. The device will also
discretely notify the sender when the request is
fulfilled, allowing employees to pay more
attention to meeting customer needs.
Initial results from the wearable technology
pilot show improved customer waiting times,
as well as more efficient communication and
responsiveness between team members.
HSBC will also use the insights to better
understand monitor peak times and identify
better ways of working, so they can continue to
make appropriate staffing decisions.
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UOB to make transaction information easier for
customers to analyse
(Singapore)
United Overseas Bank's (UOB) customers will be able to better track
their savings and expenses with transaction visualisation made more
simple and relevant.
Mr. Dennis Khoo, UOB's head of regional digital bank and digital
banking, said a common irritant of customers when trying to track
monthly expenses is the inconsistency in how retail names are
recorded, which lengthens the time taken to match spending with bank
statement entries.
He added: "The inconsistency is due to the transaction data coming
from different sources, each with its own classification set.
The new UOB solution will simplify complex and multiple transaction
data sets into simple and relevant data for UOB customers. This means
UOB customers can match their purchases without having to scratch their
heads trying to figure out the retail or brand name associated with the
merchant. A customer can also categorise expenses through
personalised hashtags, such as #rainydayfund or #coffeewithfriends
and check in real-time how much has been spent in each category in
order to remain disciplined.
For example, a customer who dines out frequently could be asked to
set a budget for dining out and be alerted to stay on track.

Barclaycard trials new ‘Transplater’ app so diners
can ‘view before they chew’
(UK)
New ‘Food for Thought’ research
identifies what diners want from
restaurants of the future, and it’s
the ordering experience they’d like
new technology served up for. In
response, Barclaycard is testing
new prototype technology so
diners can make more informed
menu choices before they order
and avoid menu mishaps.
Barclaycard has found that 91%
don’t always recognise items on
restaurant menus. In response,
Barclaycard is testing a new
prototype app – ‘Transplater’ –
which serves up images of
unfamiliar ingredients with descriptions so diners can make inormed
choices before they order. The app, which is currently being tested with
London-based restaurant Frederick’s works in three steps:
1.
2.
3.

Diner opens ‘Transplater’ app
Diner takes picture of unknown ingredient they want ‘transplating’
An image and description of the ingredient appears on the screen

Barclaycard’s director of payment solutions Kirsty Morris said: “We all love
eating out, but choosing the right meal can make or break the overall
experience.
It is telling that so many diners are calling for technology to sidestep the
embarrassment of having to ask what ingredients are. This is why we have
developed a prototype app that restaurants could adopt to help diners feel
more confident in their menu choices.”
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KTB introduce NEXT app with e-donation
function and host of other new features
(Thailand)
Krungthai Bank (KTB) has released a new mobile
banking app called Krungthai NEXT that includes free
transfers across different banks, top-up mobile services,
payments covering government and state enterprises,
payment of electricity bills and traffic tickets. The app
will also offer currency exchange services at what the
bank calls a competitive exchange rate for up to 10
currencies including the US dollar, the British pound and
the euro. Additionally, the app will include an e-donation
function for more than 7,000 organisations including
temples, hospitals, foundations, education institutes,
mosques, and other charitable organisations. Donors
will receive electronic receipts, while the system will
automatically inform the Revenue Department about the
donation for tax deduction purposes.
To promote the launch Krungthai has engaged Thai
actor Nadech Kugimiya to frontline the campaign which
because of his celebrity helped the spot garnered over 8
million YouTube views within 3 weeks.
Watch it here.

Suhyup Bank offer ATM access with palm print
(South Korea)
Suhyup Bank is introducing some ATMs that allow customers to gain access with their palm print. The ATM scans the
veins in their palms. A Suhyup spokesperson said that the bank plans to apply the biometrics-based verification system
to its teller services as well in the future.
“We will continuously expand our services so that even senior citizens can have easier access to digitalized financial
services,” said the bank spokesperson.

Maybank planning café-branch introduction in Singapore
Maybank Singapore is launching its first café branch concept with the hope of raising its brand profile in Singapore and
attracting millennials and wealthier clients.
When the Maybank Orchard branch is opened, there will be talks on Friday evenings and Saturday mornings for clients and
members of the public. Clients will be able to attend a variety of engagement sessions, such as a workshop on coffee art, an
estate-planning session by a lawyer, an investment talk on dividend stocks, or LinkedIn Marketing.

Standard Bank’s to launch mobile network
(South Africa)
Standard Bank is to follow its competitor FNB and become South Africa’s second financial institution to launch a mobile
virtual network operator (MVNO) business. An MVNO is a company that does not have its own mobile wireless cell phone
network but rent network capacity from existing network operators.
Standard Bank’s entrance into the market on November 21st suggests growing convergence between retail banking and
telecoms, at least in South Africa.
FNB now has more than 600,000 network subscribers after launching its MVNO in mid-2015. FNB Connect is considered
successful as it integrates its voice and data offerings with its core banking products and rewards schemes.
Standard Bank has over 8 million mobile customers to which it can market its new telecoms service.

DIGITAL, INNOVATION & ACCESS
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Bank of America adds Erica® Insights features to AI-driven virtual assistant Erica
(USA)
Erica, Bank of America’s AI-based virtual assistant launched earlier this year
now has Erica® Insights – a raft of features, allowing clients to better manage
their spending habits, track their credit rating and monitor their subscriptions.
Erica’s initial insights will include:
• Spend Path: Provides a weekly snapshot of month-to-date spending.
• FICO® Score Tracker: Helps to track important month-to-month changes to
FICO® scores.
• Subscription Monitor: Flags upcoming recurring charges.
• Credit card bill reminders: Sends alerts for upcoming Bank of America
credit card payments due.
Aditya Bhasin, head of Consumer, Small Business and Wealth Management
Technology for Bank of America, explains “Since the launch, we’ve integrated
more than 200,000 different ways for clients to ask financial questions and
expanded Erica’s conversational knowledge. We are introducing this new
suite of more complex capabilities based on insights, behaviors and realtime feedback from millions of Erica users.”
Erica recently surpassed more than 3.6 million users and has assisted
with more than 12 million client requests to date. When seeking Erica’s
assistance, 43% of users are interacting via text, closely followed by tap
(32%) and voice recognition (25%).

Ulster Bank advertises biometric security of app
(Northern Ireland)

Absa launches download
your account feature
(South Africa)
Absa has introduced a quick and
convenient end-to-end account opening for
new customers, through the Absa banking
app.
The “download your account” feature
enables new customers to Absa, to open a
current account, order their card and start
transacting on the Absa banking app, all
within minutes.
“Overall, this new capability is not only
expected to enhance the customer’s digital
experience, but we expect to leverage this
in our branches, bringing digital
experiences to the branch environment and
making it easier for our customers to join
and bank with us regardless of where they
may be,” says Aupa Monyatsi, Managing
Executive for Virtual Channels at Absa
Retail & Business Banking.
For security “the digital onboarding
experience includes a high-quality facial
matching check with the Department of
Home Affairs to verify the customer’s
identity, ensuring that we have the most up
to date information of our clients” said
Monyatsi.

A new spot from Ulster Bank promotes the app’s security through the
introduction of latest biometric technology – with both Face ID and
fingerprint login – to help protect customers’ accounts.
The spot depicts a young man on holiday whose items, including the
swimming trunks he’s wearing, disappear before his eyes to symbolise
what can happen to your plans if your money is not secure.
Creative across print, digital and social shows other plans such as
purchasing a new scooter being safely protected behind the screen of a
mobile phone, again in the knowledge that when your money is secure so
too are your plans for it.
Watch the spot here.
TV Spot Screenshots and Print Ad
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NAB and Microsoft leverage AI technology to build
cardless ATM concept
National Australia Bank (NAB) and Microsoft have collaborated to design a proof
of concept ATM using cloud and artificial intelligence (AI) technology.
The cloud-based application, developed using Azure Cognitive Services, has been
designed to improve the customer experience by envisaging a cardless world and
helps guard against the fraudulent use of stolen cards and card skimming.
Instead, a customer who opted into the service would be able to withdraw cash
from an ATM using facial recognition technology and a PIN.
The proof of concept was presented and on display at the SIBOS conference in
Sydney.

BNZ enables Kiwis to open an account with a
selfie video
(New Zealand)
Signing up for a new account at
BNZ can now be done using a
selfie video in the sign-up
process, eliminating the need to
visit a branch at all.
In a first for New Zealand, all a
new customer needs is their
New Zealand passport and a
smartphone, tablet or PC with a
camera. To join up, they just
take a video of their passport
and a selfie video while they
repeat a phrase supplied by
BNZ as part of the online
application.
The process just takes a couple
of minutes for customers to
complete, and in most cases,
they can expect their new BNZ
account to be verified and
working by the next business
day.

TransferWise partners with Dutch
challenger bank Bunq
TransferWise, a fintech that enables low-cost
international money transfer, offers an API for
integration with other fintechs and banks, and has
now been implemented by Dutch challenger
bank, Bunq. Similar to other third-party
integrations, the TransferWise feature sits within
Bunq’s own app, giving users the “real exchange
rate”, in addition to a small, transparent fee. At
launch, 15 currencies are supported, and over
the coming weeks more currencies will be added.
The Bunq tie-in is TransferWise’s fifth bank
partnership. Others include Monzo (UK), BPCE
(France), N26 (Germany), LHV (Estonia).

Tinkoff Bank launches feature-rich mobile app for kids
(Russia)
Tinkoff Bank is expanding its banking platform for children and teenagers with the launch of Tinkoff Junior, a mobile app
that gives young clients an easy-to-use and robust tool to manage their personal finances.
Parents can open a current account for their child via the Tinkoff.ru website or Tinkoff mobile app, with a Tinkoff Junior debit
card added by default. The card can also be added to a young client’s smartphone to allow them to make contactless
payments via Apple Pay, Android Pay or Samsung Pay. Parents and their children can choose the card’s design.
Tinkoff Junior card holders will also join the Tinkoff Junior loyalty programme, which awards bonus points as follows: 2% of
the purchase amount as bonus points for online shopping and 1% for other purchases, including movie tickets purchased
via a mobile app. Bonus points may be spent on online shopping as well as items such as restaurants and fast food.
Users can also set spending limits, change their PIN and choose app themes such as space, wildlife, travels or dinosaurs.
In addition, Tinkoff Junior’s young clients will be able to open a money box (savings account) and top it up, including via
Card 2 Card transfers.
The children and teenagers will be able to reach Tinkoff Bank’s managers via chat and have access to age-relevant content
in Tinkoff Stories such as advice on using bank products, a What’s On guide and other lifestyle events.
Parents can use their own mobile app to top up their child’s Tinkoff Junior accounts, offer financial rewards for doing tasks
(the child has the option to decline), as well as change spending limits and enable the “Where is My Child?” feature to keep
an eye on their child’s whereabouts.
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Barclays unveil advertising support for
their open banking app
(UK)
In September 2018 Barclays released an open banking
driven update to its mobile banking app allowing customers
to view accounts from a number of rival banks on the app. It
allows customers to view their balances and transactions for
other personal or business current accounts. As shown in
this new print ad, as of November 8th eight banks are now
able to be integrated into the app. More providers, account
types and additional features are expected to be added.
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St. George’s wants to help customers
stay on budget
over the holiday period
(Australia)
Knowing that many Australians spend
more over the Christmas period,
St. George Bank wants to help
customers keep track of their budget
over the holiday season. In an
integrated campaign called
‘Festive Finances’ the bank
demonstrates how its banking app
can assist.
The campaign features the bank’s
mascot, Little Dragon, appearing with Father Christmas
as the pair contemplate their festive finances and
whether or not they can afford to visit everyone this
Christmas.
The campaign rolls out across broadcast television,
cinema, digital, online video, out of home advertising,
retail digital screens and on social. The social
component of the campaign also includes a custom
made Snapchat lens.
Watch the TV spot here.

Deutsche Bank launch “Yunar” app, initialy focused on loyalty scheme ease-of-use
(Germany)
Deutsche Bank has launched a standalone app called Yunar. The free Yunar app begins with aim of making loyalty
schemes easier for users to manage and use but will gradually expand features adding other banking and non-banking
services with the intent of becoming a user primary mobile wallet.
The start-up behind the Yunar brand is a wholly owned subsidiary of
Deutsche Bank, with its own management, its own IT and an initial staff
of around 80 people.
The Yunar brand name is derived from “yuna”, the Celtic word for desire.
At the same time, Yunar is also an allusion to the phrase “you know”.
The brand name is thus intended to emphasise that Yunar knows what
customers want and fulfils these desires.
By starting with loyalty schemes the new app can tap straight into a
market with millions of potential users. Three-quarters of the German
population are members of a loyalty scheme, while 73% have cards from more than three loyalty schemes.
Once banking and payments capabilities are added to the app, Deutsche says it would be the first time that customers
have one-stop access to all services related to their loyalty schemes, payments and bank account.
The Yunar website www.yunar.de is vividly branded with intent of appealing to a Millennial audience.

PERSONAL BANKING
DEPOSITS
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Nationwide campaign advertising 5% for current account and savings account
(UK)
Nationwide has heavily advertised in print this month, using opposing page placements, a dual 5% interest rate available to
new customers on both a current account and a savings account.
Nationwide’s FlexDirect current account offers a rate that competes with even the best regular savings accounts on the
market. With that in mind account holders also get access to Nationwide’s Flex Regular Online Saver, which also offers a
5% rate for savings up to £250 a month.
For the current account the 5% is limited to the first £2,500 in an account with 0% on any balance over that limit.
Customers have to pay in at least £1,000 a month per account to get the rate with the rate valid for one year, falling to a
variable 1% after the account holder’s first anniversary.

White rabbits return for DBS Multiplier account campaign
(Singapore)
Last year DBS launched a campaign featuring white bunnies to promote the enhanced DBS Multiplier Account. The rabbits
represent the consumers’ monthly salary, whose value will multiply like rabbits value with the Multiplier account. Now DBS
has brought back the rabbits for a new multiplier campaign. Set in the medieval times, the ad shows a “mad” king who wants
to grow his wealth, suggesting that he gets the treasure being hoarded by a dragon. Instead the rabbits suggest there is an
easier way of growing wealth with the Multiplier account.
Watch the spot here.
Campaign Landing Page

Screen shot from TV Spot
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Goldman Sachs’ Marcus advertises its
success of new savings product
(UK)
In last month’s report we highlighted the new savings
account from Goldman Sach’s Marcus brand in the UK.
The account, launched on September 27th, along with an
advertising campaign, pays 1.5% including a fixed 0.15%
bonus for 12 months. It can be opened with £1 and offers
unlimited penalty-free withdrawals and deposits. The
bonus lasts a year but can be renewed though it may be
lower than 0.15%. This month Marcus has introduced
additional advertising messaging (below) that highlights
and celebrates the bank’s achievement of signing up over
100,000 customers since launch.
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Goldman Sachs' Marcus launches savings
in Clarity app along with rate awareness
campaign
(USA)

Goldman Sachs’ Marcus savings product is now available
through Clarity ー a personal finance management app the
bank acquired in April 2018. Clarity lets people manage
their money by tracking their spending, cancelling unwanted
subscriptions and recommending new products. It previously
directed customers who wanted to set up savings accounts
to Wells Fargo. Users can still link non-Marcus bank
accounts to Clarity if they already have savings accounts
elsewhere.
The Clarity update coincides with a new marketing campaign
for Marcus' savings accounts that features a TV spot with
on-the-street interviews in which New Yorkers show their
surprise when told how little interest they're earning on their
bank savings account. According to a survey by the
company, 60% of Americans with savings accounts don't
know their interest rate. "Consumers are starting to become
more aware of their options,” said Dustin Cohn, head of
brand and marketing communications at Marcus.
The bank is also expected to add a digital wealth
management product soon.
Watch the spot here and see the campaign webpage here.

From 18 Oct. to 28 Feb. 2019 RHB’s deposit campaign rewards new deposits with chance to
win gold bars. For every RM5k in a current or savings account customers get entries to win the
grand prize of 1kg gold bar (about US$48k value), 4 second place prizes of 500g gold bars or
40 third place prizes of 50g gold bars. For deposits before 31 Dec. customers get double entry.

PERSONAL BANKING
DEPOSITS
Banque Populaire to introduce a Family
Banking Package
(France)
Banque Populaire confirmed plans to introduce a banking offer
for families in 2019. The Family Pack will be open to all couples
(married, partners or cohabitants), with or without children.
For a single, flat fee of €12.90 per month, parents can have
three accounts (two individual accounts and one joint account)
with associated bank cards, while each child (aged between 12
and 18) has an account and a bank card.
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Tandem sets up
community Beta
testing for
Autosavings
(UK)
Tandem announced
that it has invited their
existing app users to
join an Autosavings
Beta testing community
to help test its new
Autosavings proposition. According to Tandem,
users will be able to give feedback suggestions for
improvement, report bugs and discuss their savings
habits to help build a product that is relevant to
them.
Tandem intends to mine each customer’s
transactional data to suggest appropriate amounts
for customers to save in small, regular deposits.
A banks spokesperson says “we want Autosavings
to change the way people think about saving –
rather than thinking of spending as the enemy of
saving, you should be saving little and often
throughout the month.”

Alliance Bank offering time limited offer limited to first 1,000 new customers
(Malaysia)
Alliance Bank is running a promotion from Nov. 1 to Jan. 30, 2019 in which the first 1,000 new customers will earn 3.5% on
any amount they deposit for the first four months. Usually with the SavePlus account the 3.5% rate is for balances over
100,000 ringgit.

PERSONAL BANKING
CARDS
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IndusInd Bank launches India’s first
interactive credit card with buttons
(India)
In what IndusInd Bank claims to be an Indian first, the bank has
launched the IndusInd Bank Nexxt credit card which actively
gives customers a choice of three payment options –
Transactions into EMI, Reward Points or Credit – at the push of
a button, on the card, at the point of sale (POS). For converting
transactions into EMIs there are 4 tenure options (6, 12, 18 &
24 months).
The card technology enables a cardholder to select their
desired payment choice by pressing one of the card buttons
which then lights up. A customer does not need to fill any
paperwork, call their bank or log in to any banking channel to
convert their POS transactions into EMIs, or to redeem their
rewards points.
Watch the introductory video here.

Citi and Octopus launch ability for
Octopus app users to apply directly for
credit card
(Hong Kong)
Citi and Octopus Cards Limited (Octopus) have jointly
introduced new feature on the Octopus app app users to
apply for a Citi Octopus Platinum Card with their basic
information automatically pre-filled in the application
form.
The simplified application process is a result of the
integration of the Citi Customers API with the Octopus
app, which allows Octopus app users to directly apply
for a Citi Octopus Platinum Card by clicking the
promotional offer icon on the Octopus app.
For existing O! ePay Plus and O! ePay Pro customers,
they can submit the application form easily with basic
information including their name, email, and phone
number pre-populated in a few clicks.
In addition, the Octopus app has been enhanced to
enable users to instantly upgrade their Automatic Add
Value Service (AAVS) auto-reload amount to HK$500.
Citi Octopus credit cardholders will have first-hand
access to experience the new AAVS instant upgrade
feature on the Octopus app in the first phase.
Lawrence Li, of Citibank Hong Kong, said, “Citi and
Octopus have enjoyed a longstanding partnership of
bringing innovation and convenience to customers in
Hong Kong. We are excited to be taking our
collaboration to the next level by fully embracing the
power of open banking to make our products and
services conveniently available at more digital
touchpoints.”

ICICI Bank launches ‘Expressions Gift Card’
(India)
ICICI Bank has launched the ‘Expressions Gift Card’ that offers its customers an instant way of gifting. Introduced for the
festive season with this new facility bank customers can create their own Visa e-gift cards, bundle it with personalised
messages, gift wrap it with e-animations and email to anyone including non-ICICI Bank customers.
Customers can load any amount ranging from Rs.500 - Rs.9,500 onto their ‘Expressions Gift Card’ through the ICICI iMobile,
banking app or through internet banking. The recipient of the gift card can start using it immediately for shopping online on ecommerce sites. The recipient can also get a physical gift card which would be delivered within a few working days.
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HSBC campaign encourages quality family-time with family benefits of new Visa card
(Singapore)
With Singaporeans generally acknowledged to work the longest hours, a new campaign from HSBC in support of their
HSBC Visa Platinum Credit Card – which now includes more family-friendly rebates and offers – suggests that families
spend more quality time together.
The campaign video asks parents what they’d do with time off work and then ask the children how they’d like the spend the
day. The replies vary significantly with parents for example wanting to catch up on resting while children may want to visit
the zoo. The parents are then shown the children replies and resolve to spend more quality family time together in the
future.
The multimedia campaign runs across print, cinema ads, outdoor, social and digital with a microsite created for HSBC called
family time. It coincides with Singapore school holidays and will continue until January 2019.
HSBC’s head of marketing – brand, retail banking and wealth management Eugene Kwek said: “With this card, we hope to
make it even easier for families to spend quality time together and get rewarded for creating more great memories that they
can cherish.”
Screenshots from TV Spot
Watch the video here.
Campaign Website

Amex introduces campaign for Pay It Plan It feature
(USA)
American Express has launched a new campaign for its Pay It Plan It
program that gives cardholders the flexibility to pay off items under $100
right away, or to split larger purchases over months, with no interest and a
fixed monthly fee.
The ‘Pay It Plan It’ way of paying is driven by Millennials, who have
embraced the payment plan since a soft launch last year. Over the last
year, 50% of Millennials participated in the program and 55% were repeat
users, according to the company.
The campaign is fronted by actress and writer Tina Fey an often used
brand ambassador who shows how it works in a real-life shopping
experience—buying a mattress.
This is Tina Fey's third appearance in an American Express campaign
which uses her famous humor.
In addition to TV the campaign also runs across social, mobile and OTT
platforms.
Watch the TV spot here.
Screenshots from TV Spot

Seasonal Messaging
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RHB Bank launch Dual Credit Cards offer “for the best of both worlds”
(Malaysia)
RHB Bank has introduced its dual credit cards that
offer customers value-added lifestyle propositions with
competitive benefits, through the RHB Cash Back and RHB
Rewards credit cards for both MasterCard and Visa.
RHB said via the RHB Cash Back credit card, customers can
enjoy up to 10% cash back on expenditure for daily essentials
such as petrol, dining, utilities, groceries and other retail
spends, giving customers the chance to earn cash back value of
more than RM600 yearly.
As for the RHB Rewards credit card, that allows customers to
earn reward points up to 10 times the amount spent overseas,
online, as well as for the purchase of items like movie tickets,
health and insurance products, as well as other retail spends.
These points can then be used to redeem a wide range of
items.

DBS Bank unveils credit card with ‘everyday’ rewards with lifetime validity
(Taiwan)
DBS Bank (星展銀行) has launched a new credit card called the “Everyday Card,” which allows cardholders to earn one
reward point for every NT$5 spent on dining or at wholesale markets, movie theaters, gas stations, book stores and digital
stores and also earn credit points for every NT$25 they spend in other categories. The bank said its points have a lifetime
validity.
Even though many credit cards offer a reward program, “the reward points are often valid for two or three years, which
cardholders dislike,” DBS Bank executive director Calvin Lin (林群凱) said.

ICICI Bank introduces new locking features on its iMobile app to boost the security of
credit, debit cards
(India)
ICICI Bank has a campaign in place addressing some of the key concerns of customers who use credit cards. The
campaign includes a set of three TVCs, showcases the ‘Manage Cards’ which is an India first feature on the Bank’s mobile
banking platform – iMobile. The feature for credit cards, gives customers the ability to control their cards’ security on the
app. Customers now have four locking on/off options
App screenshot
1. Temporarily block / unblock the card
2. Block / unblock online transactions
3. Block / unblock international transactions
4. Block / unblock ATM withdrawals
In three humourous TVCs featuring actors Kalki Koechlin, Manoj
Pahwa and Kunal Roy Kapoor each spot caters to one of each
features: ‘temporary block / unblock card’, ‘block / unblock online
transactions’, ‘block / unblock international transactions.’
Watch the Online block spot here.
Watch the Credit card block spot here.
Watch the International spot here.
Screenshots of Online Block TV Spot
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Santander campaign highlights
Millennials’ fear of debt
(UK)

DBS Hong Kong customers to get new
credit cards via mobile app
In a first-in-market solution, DBS
Bank (Hong Kong) has launched
the DBS Omni app, which allows
customers to get a credit card via
mobile app within a few minutes.
New customers only need that
Hong Kong identity card to apply.
Through instant in-app
provisioning, the credit card is
seamlessly integrated with mobile
wallets, such as Google Pay and
Apple Pay.
In addition to the bank’s database,
the app is linked to TransUnion’s
database to confirm customers’
credit history and personal
information, so the proof of
address and proof of income are
not necessary for the application.
Running until 30 November 2018 people who download the
app can register for a to receive a “secret gift.” In addition new
customers who apply for DBS Credit Card via DBS Omni on or
before 6 January 2019 can get up to HK$400 in discounts at
three online retailers (Foodpanda, Klook, ParknShop) provided
they make transactions over HK$50.

Société Générale and Intesa Sanpaolo
experimenting with biometric cards
Société Générale is the first bank in France to experiment with
the biometric card that incorporates a fingerprint sensor.
Because the carrier authenticates transactions with a finger
instead of entering the PIN, the bank says all contactless
payments can be settled with no amount limit.
Upon receipt of the card the customer records their own
fingerprint on the biometric card with the verification of the
fingerprint done directly on the card. No element related to the
fingerprint is transmitted to a merchant or the bank.
Intesa Sanpaolo is running a four-month trial. For their biometric
data is collected in the branch.

To encourage smart spending habits and timed to
coincide with Halloween, Santander ran a campaign
on Facebook, YouTube, Pandora, JamLoop and Hulu
featuring three video spots highlighting how the small
purchases you make on your credit card could come
back to haunt you as debt.
In one spot, "Roller Skates," a pair of seemingly
untouched rollerblades creep into a man’s room at
night, showing how an unused purchase can live on
as a financial burden.
In the second and third spots, a waffle iron and
an exercise bike are depicted similarly, to demonstrate
how terrifying debt incurred by impulse purchases can
be.
The campaign insight was based on research that
found 33% of millennials fear debt more than death!
Screenshots from Roller Skates Video
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Malaysia

Print ad for Capital One’s Savor credit
card, developed as a card to appeal in
particular to people wanting cashback
on dining & entertainment through
offering 4% category cashback. Also
offers 2% cashback on groceries and
1% on all other purchases.

USA

The Standard Chartered Liverpool FC Cashback card Spend &
Win campaign offers the chance to win tickets to games in
Europe. Cardholders must register for the promotion and
spend at least RM1,000 on the card with 60 days of credit card
approval date.
Cardholders can get an official Liverpool Football Club (LFC)
jersey when they pay the annual fee. They receive a
redemption code which must be presented to select stores.

Print ad for deals for the annual Singles' Day sales
held on November 11 every year for the last
decade, commonly referred to as 11.11 which is a
24-hour shopping extravaganza pioneered by
Alibaba, originally a celebration for lonely hearts in
China, but now a multibillion-dollar online sales
event.
The ad also highlights ‘Apply & Pay within minutes’
which is a feature for New-to-Bank applicants who
can apply for a credit card and within minutes get
approval and have a digitized card available for
immediate payments.

Singapore
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Chase and Pinterest unveil “Chase Dream Boards” for opportunity to promote
home loans
(USA)

Example of Chase Dream Board on Pinterest
Chase Home Lending in partnership with Pinterest
rolled out Chase Dream Boards. This interactive
web experience is designed to deliver inspiration
and guidance to consumers who are considering
a home renovation. Upon completing a quick
online questionnaire about their home
improvement project, consumers are presented
with a personalised Pinterest Board complete
with inspiration, tips and advice from Chase and
the home renovation TV personalities the
Scott Brothers.
Example advice includes financial themes
such as how to set a budget, DIY versus for-hire
projects and much more.
Customers can apply for a home loan through the
Chase Dream Boards page or through Pinterest,
though that generally won’t happen right away,
but the Pinterest boards help Chase get data from
a customer’s Pinterest profile and information it
has gathered about them through the questionnaires to tailor product recommendations and target ads to them.
Amy Bonitatibus, CMO for Chase Home Lending states “We get clear insights into the project they’re undertaking and when
they call us, we’re able to almost pre-approve them — there may be some information we need, but we have a very good
sense of what they’ll be able to qualify for.”
In the two-week soft launch that took place prior to its official roll-out, Chase said 1,000 users completed the quiz.
Chase will measure the initiative’s success through the level of interactions rather than conversions.
Dream Boards is the second time Chase has used Pinterest to market loan products. A previous campaign from 2017 in
which Chase introduced promoted video pins to market mortgages; resulted in customers’ dwell time — or the time they spent
hovering on a pin – of 39% above the benchmark for all Pinterest campaigns that used video pins in 2017.
To experience Chase Dream Boards visit homeequity.chase.com/renovationboard.
On November 9th Chase and Pinterest released a report “Pins & Properties: Chasing Your Dream Home” that reveals
“Millennials are Buying Now and Investing with Sweat Equity.”

KBC sponsors LUAS interactive house price map
(Ireland)
Ireland’s leading property website Daft.ie has launched new Luas (train system in Dublin) stop-by-stop interactive house
price maps and neighbourhood guides in association with TheJournal.ie and sponsored by KBC Bank.
The first of its kind interactive map which is available on both mobile and desktop platforms arms property buyers with
information about the connectivity of neighbourhoods along both the green and red train lines. Users can click on any Luas
stop to view average house prices in the area as well as linking through to in-depth neighbourhood guides that are
produced and housed on TheJournal.ie.
A KBC branded Luas train is promoting the feature.
Snapshot View of Luas House Price Map
KBC Branded Luas Carriage
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FNB has launched the latest feature for its mobile banking app (FNB
nav>>), allowing customers to list and sell their homes privately.
FNB customers are able to sell their homes to buyers who most likely
qualify for a home loan, saving a number of costs associated with the
process of property sales.

“With over 8 million properties registered in the deeds office, we see a
significant opportunity to become a game-changer in the property
industry,” said FNB Retail CEO Raj Makanjee.
“Substantial investment has been made to ensure that our digital
platforms are not only helpful but also built to enhance the overall
customer experience; ultimately helping consumers to help themselves.”
Sellers can use the new feature on the FNB nav>> platform to engage
with potential buyers, arrange for property viewings, and negotiate on
the price of the property via FNB’s secure chat.
Buyers and sellers also can disclose personal contact information when
they are comfortable to do so.
FNB explained that there were numerous benefits to selling and buying
properties through the app.
Sellers will have access to thousands of buyers who are most likely to
qualify for a home loan and are able to calculate their savings upfront.
The bank said its six-step property listing process is quick and
convenient, and sellers will be able to monitor the number of views on
their listing along with other listings in their area.
FNB said that from a buyer perspective, customers can request
approval for a home loan quickly through the app and access other
nav>> Home tools like calculators, instant free value estimates, and
property reports.
Buyers can also get 50% back in eBucks on their first home loan
repayment and up to 50% off bond registration fees with a selected
panel of attorneys.
The feature has drawn the ire of property agents in South Africa as it
acts as a direct competitor to their services. Yael Geffen, CEO of Lew
Geffen Sotheby’s International Realty revealed the drawbacks for
consumers in that the platform is limited to clients of FNB, which holds
about a quarter of the South African mortgage market and in reference
to the fact that FNB buyers can get a standard Offer to Purchase
document from the app, Geffen says there are "horrendous pitfalls" to
selling or buying a home with a DIY offer to purchase, "not least of all
legal complications that often see parties tied up in litigation for
years". "FNB’s move is more perplexing than threatening to the real
estate industry," she believes.
However, FNB believes the app also offers opportunities for agents as
customers who list privately can request the services of estate agents
on the app at any given time.

To help readers
grasp the monetary
value, Yorkshire
Building Society
using visual
representation of
£1,000 as equal to
lunch for one year.

Highlighting
TSB’s use of the
term “Don’t
forget to read
this bit” for the
T&Cs section
which strikes an
approachable
and trustworthy
tone of voice
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Citi launch Live Chat for wealth
segments
(Hong Kong, Singapore ->Asia Pacific)

Standard Chartered introduces instant
messaging and file-sharing for Private and
Priority Banking clients

Citi Hong Kong has launched Virtual Remote
Engagement (VRE) for its wealth management
customers in Asia Pacific, enabling them to converse
with their relationship managers on the go. Using the
VRE, customers can connect with their relationship
managers remotely through text, audio or video. Citi is
the first bank to introduce text, audio and video
banking for the affluent segment in Hong Kong.
Named the Citi Live Chat in Hong Kong, the platform is
now live on both Citibank Online and Citi Mobile
channels in Hong Kong. In Singapore, the capabilities
has been launched for its Citibank Online channel, with
Citi's Mobile channel to soon follow.
VRE follows on from the launch of «Hello», an in-app
audio and video banking platform launched for affluent
customers in India last year. India was the first market
globally for Citi to launch this type of capability for
Wealth customers.
Following the launch of Citi Live Chat in Hong
Kong, VRE will eventually be introduced to a total of 15
markets across the Asia Pacific region and EMEA, Citi
said.
In addition to facilitating remote conversations between
customers and their relationship managers, the
platform can be used to conduct portfolio reviews,
supported by screen sharing to upload documents and
share files, as well as links.
Added functionalities will continue to be built out.
Customers will be able to give and receive
authorizations on selected transactions including
the transfer of funds. The platform will also be able to
support discussions between three parties using video,
meaning that a customer has the ability to have a
discussion with a relationship manager and a
specialist, such as an investment counselor, at the
same time.

Standard Chartered is introducing new secure instant messaging
and file-sharing features on mobile, tablet and laptop. Private and
Priority Banking clients will now be able to interact with their
Private Bankers and Relationship Managers to share bankingrelated and personal information securely within the Bank’s
mobile applications, while viewing their portfolios and the Bank’s
market insights, as and when it suits them.
With secure instant messaging, they can now start up a chat
while on the go to discuss their banking and investment
decisions. Clients will also be able to do video and voice calls and
conferences with their Private Bankers and Relationship
Managers, and invite additional Investment Advisors or
Specialists as needed.
There is also a real-time file sharing feature for Standard
Chartered’s investment publications and outlook notes, with
insights customised to a client’s portfolio. This also allows for
mark ups and annotations which both the Bank and client can
view simultaneously, better enabling clear, concise, and more
interactive communications.
Private and Priority Banking clients will be able to access the new
features via the applications Standard Chartered Private Bank
and Standard Chartered Mobile (“Click2RM”), respectively.
Didier von Daeniken, Global Head, Private Banking and Wealth
Management at Standard Chartered said: “We are delighted to
launch these features to bring greater convenience and enhanced
services to our clients. Enhancing our digital client experience will
help to bring the Private Bank closer to our clients while ensuring
that we do not compromise on data privacy especially in today’s
rapidly evolving digital world. Our new capabilities will empower
clients to stay connected while on the go, and allow Private
Bankers to respond to client needs faster and more efficiently.”
For Private Banking clients, these features will be rolled out in
Singapore, Hong Kong and the United Kingdom in Q1 2019. The
Priority Banking ‘Click2RM’ application will be available to Priority
clients in the UAE and Hong Kong from early 2019 and additional
markets will follow.

Schroders partners with Maybank to target HNWIs in Malaysia
Schroders Singapore arm has inked a strategic partnership with Maybank to develop a range of specialist investment
solutions that will tap into the growing wealth market in Malaysia.
The first step in this collaboration will be the launch of two discretionary portfolios in December: Global High Dividend
Equity Portfolio and Global High Conviction Portfolio.
These portfolios will be managed by MAMG’s unit, Maybank Asset Management Malaysia (MAM Malaysia), with
Schroders Singapore as the investment adviser.
The collaboration will draw on the strengths of both the regional footprint of an established Malaysian asset manager, and
the investment expertise of a leading global asset manager, the companies said in a joint statement.
MAMG chief executive Badrul Hisyam Abu Bakar said the group remains committed to delivering a range of global
investment strategies to cater to the high net-worth community’s evolving financial needs, through a pioneering tie-up with
Schroders.
“By integrating our strength in local wealth management with Schroders’ global investment capabilities, the resulting
synergy will allow us to deepen our foothold in the Malaysian wealth market, through dedicated offerings designed to
achieve investors’ desired outcomes,” he said.
As part of this partnership, MAMG and Schroders will undertake further collaboration projects in 2019 to co-develop
solutions across other asset classes, including Shariah-compliant investments and private assets.
Schroders Singapore country head Susan Soh added: “We believe our ability to combine the key tenets of asset
management and wealth management offers a differentiated value proposition to MAM Malaysia’s clients.”
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Barclays launches free mobile invoicing for SME clients
(UK)
Barclays is the first major bank to
launch free mobile invoicing.
Housed within its Barclays Mobile
Banking app, it will help hundreds
of thousands of small business
owners create and send invoices
on the move, saving them time,
hassle and money.
The free invoicing service is available on both iOS and Android devices and will enable SMEs to create and send invoices
from their smartphone while on the move.
Barclays Invoicing also enables small businesses to track and manage invoices, check when payments are due and when
they are made. SMEs can also reconcile invoices – matching payments received to invoices issued, all within the app.
This Barclays in-app approach in an alternative to RBS Group’s SME banking app, Mettle (below), which includes invoicing
tools.

NatWest launches a standalone digital bank for SMEs, named Mettle
(UK)
NatWest has announced the launch of Mettle, a digital
proposition for small businesses. Mettle is specifically designed
to provide businesses with a new, forward looking way to
manage their finances, combining a current account with
invoicing, payment chasing and bookkeeping capabilities.
Mettle will allow customers to open a business current account in
minutes, forecast their business performance, create invoices
from their mobile phone and provide reminders for chasing
payments. All of these features will be wrapped in a single, easyto-use mobile app with a debit card.
Mettle is currently at pilot stage, and customers who open an
account will work closely with the Mettle team to influence how
the product will develop.
UK small businesses can apply for Early Access for the Mettle
pilot at www.mettle.co.uk

New scheme matches DBS and clients with tech start-ups
(Singapore and Hong Kong)
DBS Bank has implemented a programme that matches the bank and its enterprise clients with tech start-ups to find
solutions to business problems.
The Startup Xchange initiative is focused on four areas of "frontier technology" that will help companies stay relevant artificial intelligence (AI), data science, immersive media and the Internet of Things.
Unlike a start-up accelerator, Startup Xchange will not invest in or run mentoring programmes. Instead, the programme
brings in start-ups to co-create solutions with DBS and the bank's corporate and SME clients.
Since its pilot launch several months ago, Startup Xchange has matched 21 start-ups with DBS and its clients, resulting in
the successful roll-out of 10 emerging technology solutions, DBS said. A further 10 solutions are expected to be launched
over the next 12 months.
Startup Xchange also allows start-ups to showcase the solutions they developed for DBS and to name the bank as an
anchor client when raising capital with investors.
DBS has launched the Startup Xchange programme in its two largest markets, Singapore and Hong Kong.

Hong Leong Bank rolls out new POS terminal to meet e-payments demand
(Malaysia)
Hong Leong Bank (HLB) has unveiled an integrated all-in-one smart point of sales (POS) terminal for merchants, enabling
them to integrate and accept all cards and e-payment transactions in a single device. The POS terminal, which resembles a
smart phone, has a digital touch screen and is portable, using wifi or mobile data networks which allows for fast transaction
response.
Other features of the new POS terminal include a two-step payment interface and being QR code and NFC payment
enabled. It also accepts all wallets such as WeChat Pay, AliPay and Boost.
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American Express urges Australians to love where you live in 'Shop Small' campaign
American Express has unveiled its 2018 Shop Small Australia campaign, featuring real life small business owners to
inspire shoppers to support local businesses. The campaign features 15 business owners from across Sydney and
Melbourne who are encouraging consumers to "love where you live."
The campaign creative uses the brand's refreshed global brand platform: "Powerful Backing: Don't Do Business / Don't
Live Life Without It" and new visual identity, using a hand-drawn version of an American Express card design with
merchants at its centre.
Shop Small advertising includes TV, cinema, outdoor, online video, streaming audio, digital, social and print (shown below).
Three of the featured small businesses were also given ads displayed in some of the largest OOH placements in Australia.
The placements gave these businesses exposure to thousands of commuters.
The campaign is running throughout the month of November.
Watch the TV spot here.

Example Print Ads

On Toorak Rd in Melbourne Amex put up
lightshow spotlighting the Shop Small message

OOH showcasing a small
business

BUSINESS BANKING

22

American Express and Amazon launch Amazon
Business American Express card
(USA)
American Express and Amazon have launched the Amazon Business
American Express Card. The card, with no annual credit card fee, features
rewards, greater visibility into each transaction, and provides an enhanced
checkout experience on Amazon Business and Amazon.com that helps
small businesses to make the best financing choice purchase by purchase.
Card Members can choose to earn rewards or get a payment term to help
their cash flow. The key card benefits vary based on whether a customer is
an eligible Prime member:
• 5% Back or 90-day payment terms for eligible Prime members (including
Business Prime) on U.S. purchases at Amazon Business, Amazon Web
Services, Amazon.com, and Whole Foods Market.
• 3% Back or 60-day payment terms for all other customers on U.S.
purchases at Amazon Business, Amazon Web Services, Amazon.com,
and Whole Foods Market.
Additional card benefits for all Amazon Business American Express Card
Members include:
• 2% Back on purchases at U.S. restaurants and gas stations, and on
wireless telephone services purchased directly from U.S. service
providers.
• 1% Back on other eligible purchases.
• Access to line-item details on purchases made on Amazon Business
(U.S.) such as cost per item and quantity, giving more visibility into and
trackability of business purchases.

DBS launch mobile QR
payment solution
(Singapore)
DBS launched Singapore's first mobilebased QR payment collection solution that
lets SMEs receive funds instantly from
customers and vendors.
Called DBS Max this comes as Singapore
recently unveiled a single QR code that can
be used throughout Singapore.
Once the DBS MAX app is installed onto the
mobile device of designated staff, all they
need to do is to generate a QR code on
their mobile device before letting the
customer scan it. The transaction is
complete when a payment notification is
received.
Funds received from the transaction would
then be credited to the business’ bank
account instantly, and all sales will be
automatically consolidated in a report at the
end of each day.
Watch the introductory video here,

Card Members can use their rewards to shop at Amazon Business
and Amazon.com or apply rewards toward a purchase on their statement.
Upon sign-up, eligible Prime members will receive a $125 Amazon.com gift
card and all other customers will receive a $100 Amazon.com gift card.

UOB launch SME support
program for Industry 4.0
(Singapore)

Public Bank launch all-in-one digital payment
platform
(Malaysia)

UOB launched a program that helps SMEs
innovate and grow internationally. UOB will
provide financial support but besides providing
financial solutions, SMEs will be guided
through the following four stages with support
from UOB and its strategic partners: Diagnosis
/ Solutions / Implementation /
Internationalization.
“After these SMEs have successfully upgraded
their technology capabilities here in Singapore,
we will support them in replicating their efforts
in other markets.” said a UOB spokesperson.

Public Bank teamed up with Revenue Group Bhd to launch an all-in-one
digital payment terminal, which was made available from November 9th.
The first all-in-one digital payment terminal in Malaysia, developed by
Revenue, will simplify the payment acceptance process as it will enable
the physical retail merchants to accept both card payments and mobile
wallet payments in a single digital payment terminal.
It also generates electronic transaction reports every business day to
enhance operational efficiency.
Revenue’s all-in-one digital payment terminals can handle mobile quick
response (QR) code payment services, including Alipay, Boost, Touch ‘n
Go, UnionPay QR and WeChat Pay, as well as card payments.
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BBVA launches the first data-based smart financial aggregator and payments advisor
(Spain)
After a 5-month pilot trial involving over 300 business customers, BBVA is rolling out a new service to all its business
customers called BBVA One View that will allow businesses, not only to obtain a global view of their treasury, but also to
receive alerts, generate custom reports and choose the best way to make payments, saving them time in their daily
management tasks and granting them more control over their financial health.
Over 80 financial institutions are immediately available through BBVA One View. To initiate the aggregation process for
accounts and cards from other financial institutions, customers access the solution and complete the registration form. The
customers then can decide and choose which accounts and cards should be linked to BBVA One View at each point in time.
To facilitate working with data, BBVA One View classifies all the aggregated movements into different categories that
customers can reclassify in accordance with their own criteria. They can also define targets for each income or expense
category and monitor their behavior. BBVA is the first financial institution that offers a categorization according to the Spanish
General Chart of Accounts, making it easier for its business customers to reconcile all movements.
BBVA says that One View allows businesses to save two hours a day on average in treasury management tasks, simplifying
and facilitating banking aggregation and accounting reconciliation process. During the trial the ‘Payments Advisor’ feature, a
smart engine that suggests the best payment method taking into account a number of factors, including origin, amount,
payment deadline or destination was
very highly rated.
BBVA One View is currently focused
on the most important products for
business customers, such as current
accounts, credit accounts and cards,
but will soon continue rolling out key
business management products and
services.
Read the press release here (English).

HSBC advertising for Business Guides and Advice

Print ad from HSBC Canada for HSBC
Navigator , HSBC’s comprehensive insights
portal for reports aimed at helping businesses
navigate the global business environment.
The latest report uses data compiled from
over 8,500 business in 34 markets into one
global report and reports from every surveyed
market. Each report gives readers an
understanding of what businesses are
“thinking now, next and how you can
continue to grow and be future fit.”
In the UK, HSBC has a lead generation campaign (Open for Business) with website in place
based around offering businesses access to HSBC International Business Guides for news
and tips (click here to view country guides). The guides don’t require registration but the
campaign site suggests visitors leave their contact details for receiving furthers updates.

INSTITUTIONAL BRAND
OCBC launches new brand promise, Simply Spot On
(Singapore)
Brand Website
OCBC unveiled a new brand promise,
Simply Spot On. OCBC emphasises that
its brand promise is not a marketing
campaign, but instead the bank’s pledge
to be Simply Spot On across everything
the bank does – its products and
processes; channels and capabilities;
client service and interaction; and in its
suite of digital offerings which aim to give
customers the fastest, most convenient
and seamless experience digitally.
The design of the campaign logo
symbolises the brand promise. The
smaller circle is a reminder to OCBC Bank
staff that everything they do – even the
smallest thing – matters when it comes to
delivering a Simply Spot On experience to
customers. By getting everything right, it
will all come together to form the bigger
circle, which represents the Simply Spot
On experience with OCBC Bank.
The brand promise campaign features a
90-second brand film directed by filmmaker and director Bertrand Lee. The film
revolves around several customer
segments such as a couple expecting their
first child; parents with grown-up children;
entrepreneurs planning their next move;
savvy investors making their next
investment; and seniors planning their
retirement. These profiles cover a wide
spectrum of Singaporeans and reflect
OCBC’s commitment to be there for
customers through every stage of their
lives, truly understanding their needs.
There will also be three other films which
take a more in-depth look at three
particular sets of customers – parents,
entrepreneurs and investors. These
highlight how OCBC takes the time and
effort to truly understand customers in
order to provide solutions which are
Simply Spot On for them. These three
films are available to view on the bank’s
social media channels and on its brand
promise page.
Simply Spot On was chosen as the
campaign’s tagline after a series of
research sessions conducted with more
than 2,400 respondents.
OCBC notes that according to its
research, most respondents found the
tagline simple to understanding, inspiring
and memorable.
The Simply Spot On positioning takes
over from a campaign slogan, “Stay
True”, which was used to communicate
the idea that OCBC will always advertise
honestly and truthfully to customers.

Print Ads with
Simply Spot
On Positioning
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Bank of America new brand positioning: “What would you like the power to do?”
(USA)
Bank of America announced a new brand positioning focused on the question, “What would you like the power to do?” The
idea behind the positioning is to reflect the impact clients and communities can have when they have the power to achieve
their goals with Bank of America as a partner invested in their success.
“‘What would you like the power to do?’ Listening to how people answer this question is how we learn what matters most to
them,” said CEO Brian Moynihan. “This is why we’re here. And above all else, it’s what people want from us.”
The new positioning is to be supported by a multi-year campaign featuring clients, communities and partners. The first
phase of the campaign premiered on November 18th with a television ad featuring CEO Brian Moynihan framing the
question and why it is core to the way the company does business. The 60-second spot concluded with "I am Brian
Moynihan, and I work for Bank of America."
The campaign will run during the holiday season with the theme “The Power to Make a Difference.” In this first phase of
the campaign, actor Matt Damon, film maker Ken Burns and fashion designer Tory Burch are featured promoting their
charity work with the bank on clean water, documentaries and women's entrepreneurship.
“It takes all sources of capital — private enterprise, the public sector, and philanthropy — to come together and address
environmental sustainability, affordable housing, hunger, and other issues facing society,” said Vice Chairman Anne
Finucane, who oversees the bank’s integrated efforts. “This campaign highlights our partners and clients and the progress
we are making together in deploying capital for sustainable growth.”
“This campaign reinforces what we stand for as a company,” said Chief Marketing Officer Meredith Verdone. “Over the last
several years, we have focused our marketing efforts on the strength of our products and services. Through the stories we
are sharing with all our constituencies through this work, we want to fuel the drive in our clients and communities and be
their partner in achieving their goals.”
The bank’s logo has also been refreshed to reflect a more modern brand “that delivers both cutting-edge technology and
high-touch solutions for clients” says the press release.
Watch the launch TV spot here and see the campaign website here.

Screenshots from TV spot

NEW

OLD

Refreshed Logo

Print Ad
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BEA launches centenary celebration campaign
(Hong Kong)
The Bank of East Asia has launched its “Centenary Celebration Campaign” in the lead-up to the bank’s 100th anniversary in
January 2019.
A newly designed centenary logo and tagline for the campaign, the bank says is inspired by: the Bank’s rich history and close
association with the colour red. The design draws on both the number 100 and the ancient Chinese practice of stringing coins
together. The centre line represents the twine used to link coins, while also symbolising the thread of time joining BEA’s past
accomplishment with its bright future. The accompanying tagline “Today’s Success, Tomorrow’s Legacy” emphasises the past
100 years of achievement of BEA and the solid foundation that paves the way for success in the future.
The anniversary logo and tagline will be applied to communications throughout the coming year both in Hong Kong and in
other markets.
The campaign also includes an interactive 100th anniversary website, serving as a central hub for all anniversary-related
events, brand stories, news, programmes, and promotions. In addition, a social media “KeepUp100” Facebook campaign has
been rolled out to enhance engagement with the general public. Users can play a chatbot game, answering some questions
about BEA, to win prizes.

Centenary Logo

Campaign Website

ASB Diwali sponsorship and limited edition
Fastcash cards
(New Zealand)
ASB invited New Zealanders to hunt, snap and win at this year's
Auckland Diwali festival with thousands of dollars' worth of prizes up
for grabs, including a corporate box at Eden Park stadium for a
summer event.
At the festival visitors can also hunt for ASB posters and snap
photos of them for instant prizes and to go in a sweepstakes to win
the corporate box for 20 people at Eden Park stadium and other
prizes.
ASB head of community and sponsorship Mark Graham says the
bank is proud to be sponsoring Diwali for the fourth year. "At ASB we
believe embracing diversity is a must. We know that Diwali is an
important day for a lot of our ASB customers and staff so we're
thrilled to be involved in the festival again.”
This year for the first time ASB has limited edition Diwali FastCash
cards that can be picked up from 10 Auckland branches.

Limited
Edition
FastCash
Cards

First Abu Dhabi Bank launches new brand for Islamic
business
(UAE)
First Abu Dhabi Bank (FAB) is launching a new FAB Islamic logo inspired by the
FAB corporate brand identity, and that its wholly-owned subsidiary Abu Dhabi
National Islamic Finance, has changed its legal name to First Abu Dhabi Islamic
Finance.
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ASB celebrate Clever Little Life Savers in
campaign to expand brand awareness of
ASB's cashless moneybox, Clever Kash
(New Zealand)

A new campaign positions Bendigo
Bank as the big bank alternative to the
big four
(Australia)

With almost half a million New Zealand children having
been taught life-saving first aid skills courtesy of the ASB St
John in Schools programme, ASB is celebrating this
achievement by putting children at the centre of its latest ad
campaign.
The ASB St John in Schools programme was launched in
2014 with the aim of equipping kids with the skills and
confidence to act in emergency situations. The campaign
highlights the importance of the training provided to school
children which includes first aid, bandaging and CPR,
disaster preparedness, and injury prevention.
“We have seen and heard first-hand the difference a
programme like ASB St John in Schools can make, and we
believe this is incredibly important not only for the children
involved, but for their families, friends and the wider
community,” says ASB head of community and sponsorship
Mark Graham.
The commercials, which are running through November
showcase the tangible difference the skills from the
programme could make outside of the classroom.
In addition to providing first ASB St John in Schools first aid
kits, ASB this year launched the ASB Super Saver Bravery
Award into the programme to recognise brave acts by
children.
Additionally, all ASB branches nationwide are equipped with
an AED (or defibrillator) and AED-trained ASB staff.
Watch the TV spot here.

In a bid to compete with the big four big banks, Bendigo
Bank which is the 5th biggest bank in Australia has
positioned itself as ‘The Better Big Bank’ in its latest
campaign. The ad establishes the fact that it is solid,
well-sized bank with over 500 branches, over 1.6 million
customers and has been around for over 100 years and
highlights Bendigo Bank’s superior trust and customer
satisfaction ratings, as well as its track record of putting
the interests of customers first.
Andrew Twaits, executive customer and partner
engagement manager at Bendigo Bank, said the ad aims
to challenge the thought that no other banks outside the
big four can meet the needs of customers.
“The better big bank campaign has two aims: to educate
people about the strength of Bendigo Bank’s product
offering and price competitiveness; and to remind people
that we beat the big four on trust, customer service and
putting the interests of customers first.”
The campaign includes a number of phases, launching
with a focus on repositioning the bank’s brand around
capability, scale and trust, followed by a focus on key
banking products.
The multi-channel campaign will run across all channels
and will be supported by a customer-facing staff
commitment to the Bank’s customer value proposition.
Watch the spot here.

Barclays want to help millennials with their FOFO (fear of finding out)
(UK)
New research from Barclays revealed that over a 37% of millennials are suffering from FOFO (Fear of Finding Out),
meaning they are consistently nervous of checking their bank balance.
To help millennials break free of FOFO and keep control of their finances, Barclays is piloting a new mentoring programme.
The trial scheme aims to strip away the stigma of asking money-related questions, and boost financial health and confidence
by offering millennials access to informal one-to-one sessions with specially-trained colleagues through Barclays video call –
which offers the flexibility of booking a session any time between 8am – 8pm, Monday to Friday - and in selected branches
across the UK.
All millennials, whether they are a Barclays customer or not, will be able to book a free session through a participating
branch which they can use to chat through anything from current spending dilemmas, to how to reach future goals – or,
simply get the answers to general questions from ‘what is an ISA?’ to ‘what is the process for buying your first home?’. In
turn, they will receive practical top tips and guidance, as well as straightforward, open answers to all the questions that have
been playing on their mind, no matter how big or small.

